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CHAPTER 5 
CONCLUSION AND SUGGESTION 
 
5.1. Conclusion  
The conclusions are:  
1. Instagram Advertising that was done by Pandora Experience 
marketing team has a strong correlation with Brand Awareness 
of Pandora Experience Marvel City Mall Surabaya. In the 
hypothesis test had proven that had a strong correlation to brand 
awareness also had a significant impact towards brand 
awareness. The intensity of the Instagram user might have some 
contributing factor for Surabaya residents to find out about 
Pandora Experience. From the data collected from the 
respondent have used Instagram 5-10 times a day, in each usage 
the user can spend 10 minutes minimum to maximal up to 1 
hour. Assuming that all respondents were active on Instagram 
the chances of the respondents seeing Pandora Experience 
advertisement are bigger. When the respondents show interest by 
liking the advertisement or following Pandora Experience 
Instagram account there are higher chances their follower would 
also expose to the advertisement as well. Thus, this chain of 
reaction would spread on Instagram user systematically. 
Eventually contributing toward Pandora Experience brand 
awareness.  
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2. WOM play a significant role to raise Brand Awareness of 
Pandora Experience Marvel City Mall Surabaya. The hypothesis 
test had shown that WOM had a strong correlation also had a 
significant impact on brand awareness. Data that had been 
collected from the respondents 48% of the total respondent knew 
Pandora Experience from their friends, and 22% know from their 
family member. From there we can conclude that the majority of 
the respondents 70% of them knew Pandora experience from 
WOM either their acquaintances or family. Assuming that all 
WOM are people sharing a positive experience, it may increase 
brand reputation. With this kind of information, it will push its 
listener to find out more about Pandora Experience. Eventually, 
this action may lead to a purchase in the future.  
5.2. Suggestion  
     There are some suggestions that come out after this study was 
conducted:  
a. For Pandora Experience marketing team to be more intense on 
marketing their brand because during the process of distributing 
questionnaire, finding the respondents that have a basic 
requirement, in this case, the respondents have no ideas what 
Pandora Experience is. The marketing team needs to be more 
involve or attending many bazaar or event in Surabaya to 
promote their brand, because Marvel City traffic (people 
visitation is low), they need to try others means to promote their 
brand, especially the younger generation. It is actually located 
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strategically because not too far from them there are 2 high 
schools and one university, also located close to the city center.  
b. This study has its limitation it there are only 3 variable Instagram 
advertising, WOM and Brand Awareness. For further research, 
they need to add more variable to investigate other possible 
correlation, such as Website advertisement.  
c. This research can also be analyzed using others application such 
as; SPPS.  
               Instagram Advertising that was conducted by the marketing 
team of Pandora Experience Marvel City Mall Surabaya has proven 
to be able raising awareness of brand Pandora Experience in 
Surabaya city. In its process, they have shared exciting contents and 
also sharing credible information as well. Thus, the marketing team 
needs to promote the brand on Instagram continuously in the hope to 
build much stronger brand awareness in Surabaya city.  
             With 150 valid respondents and valid data, this study still 
has its limitation, mention in the suggestion for the future researcher 
that would use this as their references, they need to add more 
variable to gain more understanding and broaden their knowledge on 
a new possible correlation.  
 
 
 55  
Bibliography 
Babin, B. J., Lee, Y. K., Kim, E. J., & Griffin, M. 2005. Modeling 
sdhhhconsumer satisfaction and word-of-mouth: Restaurant patronage in 
sdhhhKorea. Journal of Services Marketing, 19(3),133 – 140 
 
Bhattacherjee, Anol. 2012. Social Science Research: Principles, Methods, 
sdhhhand Practices. Textbooks Collection. 3.  
 
Durianto, Darmadi. (2001). Strategi Menaklukan Pasar melalui Riset 
sdhhhEkuitas dan Perilaku.Jakarta : PT Gramedia Pustaka Utama. 
 
Fitriana 2010.Analisis Pengaruh Promosi Word Of Mouth Terhadap Brand 
sdhhhImage dan Proses Keputusan Kunjungan Kebun Raya 
Bogor”.sdhhhScientific Repository IPB, Bogor. 
Greene & Kesselheim (2010).Pharmaceutical Marketing and the 
NewsdhhhSocial Media. The New England Journal of Medicine. 2087-2089 
Gustafson, T., & Chabot, B. (2007).Brand Awareness. Cornell Maple 
sdhhhBulletin , 105. http://lib.unnes.ac.id/281/1/4179.pdf. 
Kotler,Armstrong. 2015.Principle of Marketing. Erlangga.Philip Kotler. 
sdhhhMarketing Management. University of Minnesota is licensed under 
asdhhhCreative Commons Attribution 
 
Khansa Afifah . 2016. Pengaruh Social Media Marketing Instagram 
sdhhhTerhadap Tingkat Brand Awareness Roaster and Bear Coffee Lounge 
sdhhh& Kitchen. Universtitas Gadjah Mada, Yogyakarta.  
 
Kotler,Philip and Gary Armstrong. 2012. Prinsip-prinsipPemasaran. 
sdhhhEdisi13. Jilid 1. Jakarta: Erlangga 
Naz. 2014. Word of Mouth and Its Impact Towards Marketing. International 
sdhhhJournal of Scientific and Research Publications, Volume 4, Issue 1, 
sdhhhJanuary 2014 ISSN 2250-3153  
Napoleon Cat. 2017. Instagram user demographics in Indonesia. Available 
sdhhhat: https://napoleoncat.com/blog/en/instagram-user-demographics-in-
sdhhhindonesia-march-2017/. 15 April 2018, at 10.55 A.M 
56 
 
 
Nielsen. 2015. Rekomendasi Word-of-Mouth Masih Menjadi Iklan Paling 
sdhhhDipercaya Oleh Konsumen Asia Tenggara. Available at: 
sdhhhhttp://www.nielsen.com/id/en/press-room/2015/REKOMENDASI-
sdhhhWORD-OF-MOUTH-MASIH-MENJADI-IKLAN-PALING-
sdhhhDIPERCAYA-OLEH-KONSUMEN-ASIA-TENGGARA.html. 27 
sdhhhApril 2018, at 18.18 P.M 
 
Richter, Felix. 2018. Instagram’s Rise to 1 Billion. Available at: 
sdhhhhttps://www.statista.com/chart/9157/instagram-monthly-active-users/ 
sdhhh12 Mei 2018, at 16.27 P.M 
 
Salomon, D. (2013). Moving on from Facebook Using Instagram to connect 
sdhhhwith undergraduates and engage in teaching and learning.College 
&sdhhhResearch Libraries News, 74 (8), 408-412. 
Siyoto,Sodik.2015. Dasar Metodologi Penelitian, Yogyakarta. Penerbit: 
sdhhhLiterasi Media Publishing . 
Sernovitz,Andy. 2009. Word of Mouth Marketing:How Smart Companies 
sdhhhGet People Talking (Revised Edition). New York : Kaplan 
sdhhhPublishing.  
Sharokh, Z.D., Sedghiani, J. S., and Ghasemi , V., 2012. Analyzing 
ThesdhhhInfluence Of Customer Attitude Toward Brand Extension On 
Attitude sdhhhToward Parent Brand. Interdisciplinary Journal Of 
Contemporary sdhhhResearch In. Vol 3, No 9, page: 113-1150. 
ijcrb.webs.com 
Sudartik.2009. Pengaruh Kualitas Pelayanan dan Periklanan Terhadap 
sdhhhKeputusan Nasabah Dalam Menabung Pada Pt Bpr Semarang 
sdhhhMargatam Gunadama. Skripsi Fakultas Ekonomi Universitas Negeri 
sdhhhSemarang  
 
Wicaksono and Seminari.2015. Pengaruh Iklan dan Word of Mouth 
sdhhhTerhadap Brand Awareness Traveloka. E-Jurnal Manajemen Unud, 
sdhhhVol. 5, No. 8, 2016: 5098-5127 
Yamin, Sofyan & Heri Kurniawan, 2009.Structural Equation Modeling 
sdhhhdengan Lisrel - PLS, Jakarta. Penerbit: Salemba
